I. Introduction
The efforts for winning the competition is by changing the way of interacting with customers (Kumar, 2010) , because loyal customers would give long term benefits to the company. According to Barnes (2001) , 20% of loyal customers would give benefit by 80% for the company than customers who are not loyal. So the best step for the company is keeping the customer should be focused to improve the trust in them (Kotler and Fox, 1995) . Customers who were not satisfied and loyal woulf give bad impact of word-of-mouth for the company (in this case was the Educational Institution) (Wang and Yang, 2010) .
One of many efforts in increasing the services to grow up customers' loyalty was using the concept of Customer Relationship Management (CRM). CRM had become a key strategy to retain customers (Wang et al. 2004 ). CRM was a business philosophy that described a strategy of placing the customer as the center of processes and activities, also it wass key for achieving sustainable competitive advantage in the current competition. Yuan and Chang (2001) suggested that knowledge of the customers was the key for CRM success. Without knowledge of the customers, the company could fail to meet the wishes of customers. The efforts in understanding customers and strengthen relationships with customers was very important nowadays. Satisfied customers would not only increase the loyalty but also increases good relationship with the company. CRM process in dealing with the customer through the transaction process and communication, analyze and take action based on the information to build long term relationships with customers. If CRM had been implemented properly, it would be able to improve customers' satisfaction, also increase customers' loyalty.
In some reasearches conducted in several companies, it was found that for formulating and implementing CRM was not an easy thing because of there were several constraints including the misunderstanding of CRM concept within organizations (Hoskin, 2001 in Sin et. Al., 2005). CRM was a marketing strategy in selecting and managing customers to optimize long term value. CRM was a design strategy to understand, anticipate customers' behavior, and develop stronger relationships with customers. CRM integrated, analyzed, disseminated information about the customer, and marketing effectiveness to provide a more professional and personal to the customers (Hoskin, 2001 in Sin et. Al., 2005) .
Customers' satisfaction in the context of education was one success key for long term educational institutions. The education institutions should not think that all activities would be entirely good without considering about what was desired by the customers (in this case was students). The educational institutions should pay attention to service quality provided to the students so that the satisfaction of needs coulf be met. Satisfaction and dissatisfaction with a product or service woulf affect the pattern of subsequent behavior (Kotler, 2000) .
Customer Relationship Management (CRM) research today had become a concern in the research and business practitioners. The previous studies were using Customer Relationship Management (CRM) variable that was associated with customers' satisfaction and customers' loyalty obtained various results. Jitesh et al. (2009) said that there was no relationship between the development of the CRM practice at the bank for the level of customer loyalty and CRM strategy was not profitable strategy for retail banks, particularly in India. However, other research stated that CRM was very profitable for the company and coulf achieve customer loyalty as much as possible, including Ismail et al. CRM study in the context of education was also getting various results. Some claimed that CRM could influence in reaching customers and prospective customers (students and prospective students), such as Seeman and O'Hara (2006) and Kumar (2010) , but according to research of Wang and Yang (2010) , stated that CRM that was using Focus Student indicator did not affect parents' satisfaction and loyalty who will enter their children to educational institutions. Kumar (2010) used indicators of information technology utilization and integrated knowledge base, and Seeman and O'Hara (2006) with indicators of student focus, student data development and management processes, while Wang and Yang (2010) measured CRM with customer focus and knowledge management. According to Dibb and Meadows (2004) and Zinaeldin (2005) said that the measurement of CRM strategy should at least have some elements including people, process, quality and customer focus.
The main purpose of the CRM application was to improve customer satisfaction. Customer satisfaction could be achieved by improving the service quality. Sarlak and Fard (2009) stated that there was a positive relationship between the CRM with service quality indicators, services acces and properties service to customer satisfaction. Other researches related to the effects of service quality on customer satisfaction and customer loyalty were conducted by Ravichandran et al. (2010) , Nagata et al. (2004) and Kumar (2010) . Different results were obtained by Bastos and Gallego (1997) that the service quality did not affect the customer's satisfaction and loyalty in urban dispensaries, but the opposite results were happened in rural dispensaries.
CRM was an extension of the traditional marketing mix with further improvement of customer relationships. The relationships improvement was done by giving added value of the traditional marketing mix, such as Product, Process, People and Perform better and optimized, with the added element of Rentention, Relationship, Referrals and Recovery so that there would be long-term relationships with customers (Barnes, 2001) . CRM was a combination of the marketing process by using information technology in order to approach and understand the customers (Tiwana, 2001 ). Nykamp (2001) stated that CRM was used to generate the optimal value for the customers through communication with them, how to market the product through traditional marketing media, including product, price, promotion and distribution, as well as performing the service through an intensive relationship with the customer.
In this research, CRM used focus indicators on the customer (in this case was students) drawn from 
II. Literature Review
Customer Relationship Management CRM was a process to obtain, retain, and develop profitable customers and it required a clear focus on service attributes that could generate value to the customers so that would produce a loyalty (Brown, 2000) . Storbacka et el. (1994) defined CRM as a cooperative relationship between the provider with the customers so that both parties would be benefitted equally which could increase their value. Almost the same thing was expressed by Parvatiyar and Sheth (2001) that CRM was an integrated strategy and process of acquiring, maintaining and making friends with selective customers to create superior value for the company and customers. Nykamp (2001) stated that CRM was a focus in generating optimal value for the customers by way of company communications with customers, marketing, and serve customers through the media of product, price, promotion and distribution. Greenberg (2002) explained that CRM as a business strategy to create and maintain customer relationships for the long term and profitable Temporal and Trot, 2001 , argued that CRM was all done for Establishing a strong brand. Because of that, it was needed for the unity of people vision (employees), systems and organization processes to understand the consumer individually, and their wants in every interaction.
Customer Satisfaction
Customer satisfaction was the level in which the needs, wants and expectations of customers were met that would result in repeating of purchases or ongoing loyalty (Band, 1991) .
Service product quality had an important role to establish customer satisfaction (Kotler and Armstrong, 1996) . The more quality of products and services delivered, the customer would have higher satisfaction. When customers had higher satisfaction, it could lead to profits for the company. Satisfied customers would continue to make repeat purchases. It would be vice versa if there is unsatisfactory; it would make customers move to another product. The level of satisfaction was a function of the difference between perceived performances to expectations (Kotler, 1997) .
Engel et al., (1990) defined customer satisfaction as after-purchase evaluation where the alternatives being selected at least would be equal or exceed customer expectations. Overall customer satisfaction had three antecedents; those were the perceived quality, perceived value and customer expectations. Perceived quality had a direct positive effect on customer satisfaction and overall would negatively impact on customer complaints and a positive effect on customer loyalty (Formel, et al., 1996) .
Customer Loyalty
Customer loyalty was the urge to make a purchase behavior repeatedly and to build customer loyalty to a product / service that the company provided. That effort took a long time through a process of repeated purchases (Olson and Peter, 1993) . Griffin (1995) , argued that the faithful or loyal customer would show regular purchasing behavior or there was a condition which required customers to purchase at least two times within a certain time interval. Loyal customers would make a purchase on a regular basis; also had a protective effect against the negative news of the products, even the loyal customers could also recommend the products to others.
Jones and Sasser (1995) argued that customer loyalty was an endogenous variable that was caused by a combination of satisfaction, so that customer loyalty was a function of satisfaction. If the relationship between customer satisfaction and loyalty was positive, then the high satisfaction would increase customer loyalty.
Customer loyalty in the context of marketing services was defined as response closely related to pledge or promise to uphold the commitments that underlied the continous relation, and usually being reflected in the ongoing purchase of the same service provider on the basis of dedication and pragmatic constraints (Tjiptono, 2002) . Customer loyalty could be defined as a customer's commitment for a brand, based on the very positive attitude and was reflected in the consistent use (Sheth, et al., 1999 in Tjiptono, 2000 . The definition included two important components; those were loyalty behavior and loyalty as an attitude
III. Method
This study used a quantitative approach to conduct survey research; the sample was taken from the population by using questionnaires as a data collection tool. The location of research was carried out in five Medical Education Institutions Nursing Study Program located in Jakarta, Bogor, Depok, Tangerang and Bekasi (Jabodetabek). The population in this research were all students of Medical Education Institutions Nursing Study Program in second level (semester III and IV) and third level (semester V and VI) in five educational institutions in Jakarta, Bogor, Depok, Tangerang and Bekasi, for 683 individuals.
The sampling technique used in this research was random proportional sampling, where samples were taken according to the proportion of the number of students from each educational institution. The number of samples is at least 252 students. Sampling technique was done by simple random sampling. After distributing the questionnaire to the respondents, from the total of 252 respondents, only 219 questionnaires from the decent responents could be processed further.
The analytical tool used in this research was a quantitative analysis, with path analysis. Research hypothesis : H1: the Increasing of Customer Relationship Management (CRM) would be able to increase student satisfaction (SS). H2: The increasing of Customer Relationship Management (CRM) would be able to increase student loyalty (SL).
H3: The Increasing of Student Satisfaction (SS) would be able to increase student loyalty (SL).

IV. Results
The descriptive analysis was resulted respondent characteristics respondents as follows: The number of respondents' learners of Healt Education Institutions Nursing Study Program in Jabodetabek, the male number was less than women. From 219 respondents, there was 62.45% of female and 37.55% of male.
The age composition of students in Medical Education Institutions Nursing Study Program was under the age of 20 years (62.46%) and the rest were more than 20 years (37.54%). The greatest contribution in shaping the CRM variables were the process factors (3.830 average and 0.870 loading factor) and the most minor contribution in shaping the CRM variables were Quality factors Service (3.830 means and 0.787 loading factor). CRM factors had not been well perceived by students were lecturers factor (3.660average).
The greatest contribution in shaping SS variables were factors of teachers (3.680average and 0.814 loading factor), and the most small contribution in shaping the SS variables was a factor of tuition fees variable (3.860 means and 0.634 loading factor). Most students were not satisfied with the information applicationin Medical Education Institutions (3.620average) followed by lecturers factor (3.680average). These results were directly proportional to the result of the above CRM factors, where the bad service and the lecturer ability lead to the student dissatisfaction.
The greatest contribution in shaping the SL variable was attitude factor and behavior (average of 3.710 and 3.750 with a loading factor of 0.873). Students had not shown yet a good loyal attitude towards Medical Education Institutions (3.710 averages).
Hypothesis Testing Results
Size fit the model to the path analysis was the total determiantion coefficient (R 
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This suggested that the contribution of CRM and SS to SL (based on the analysis result model) was equal to 63.32%.
From the result of Path analysis, it was found a significant effect between the independent variable (X) and the dependent variable (Y). The results of hypothesis testing were completed can be seen in Table 3 as follows: The analysis results of CRM variable with SS showed coefficient result of 0.691 with a significance level of <0.001, which meant that there was a significant effect of CRM on SS. Obtaining the results of this analysis indicated that the better CRM would enhance SS (hypothesis 1 was fulfilled) .
The results of the analysis for second hypothesis also showed a significant (p value <0.001), meant that there was a significant effect of CRM on SL. The Obtaining of the analysis results indicated that the better CRM would enhance SL.
The result analysis also obtained a coefficient gain of 0.241 with a significance level of 0.003 for the relationship between SS and SL; it meant that there was a significant effect of SS to SL. The Obtaining of the results of this analysis indicated that the increasing SS would increase SL.
V. Discussion The Effect of CRM on Student Satisfaction (SS)
The analysis results of the CRM influence on SS indicated coefficient value that was positive and significant. The Obtaining of this result implied that there was a direct relationship between CRM and SS. Educational Institutions Students felt that the existing CRM encouraged the SS. The results of student responses to CRM were perceptioned for the better. Students felt that the existing CRM tend to be more stressed on the institutions to develop good relationships with the students. Beside that, it provided adequate facilities to the needs of the student.
The results of this research supported the results of research conducted by Seeman and O'Hara (2006), and Kumar (2010), which suggested a significant influence of CRM on SS. These results were contrasted with the results obtained by Wang and Yang (2010) , which stated that there was no influence between CRM and SS on Customer Focus indicator. This difference was obtained in which the research of Wang and Yang (2010) stated that CRM with Customer Focus indicator has no significant effect on Satisfaction and Loyalty, but CRM with Knowledge Management indicators had significant effect on customer satisfaction and loyalty. While in this research, CRM with Student Focus indicators, Human Factors, Process and quality of service factors significantly influenced student satisfaction and loyalty. The difference in results obtained because of the research by Wang and Yang (2010) , the respondents were student's parents who put their children in school, whereas in this research, the respondents were students in level II and level III who felt themselves the CRM implementation in their institution. The results of this research enriched the research of CRM, where CRM as the development of the mixed theory of traditional marketing consisting of some elements, such as product, people, promotion, and place, enriched with additional elements of customer focus and quality of service. In the new paradigm in strategic marketing that foster long-term relationships with customers (customer to business) through customer relationship management (CRM) should put consumers as subjects, not as objects as in the old paradigm, for it must be focused on service improvement and increased customer interest to service quality. The results of this study enriched CRM functionality to improve customer satisfaction that made them loyal to organizations including educational institutions. The implementation of CRM in educational institutions could engage students as subjects, as in the application of Tri Dharma University, which was to involve students in academic achievement as a teaching assistant (aspects of the development of science), social committees in devotional activities, compensation (aspects of community service), and members in faculty research activities (aspects of scientific research).
The influence of CRM to Student Loyalty (SL)
The analysis result of the CRM influence on SL indicated coefficient that was positive and significant. The obtaining of this result implied that there was a direct relationship between CRM and SL and their significant influence. Students felt that the existing CRM had been in accordance with existing conditions so that it had a direct impact on SL. The research results was different with the results of research conducted by Wang and Yang (2010), Jitesh and Vijay (2009) and Bastos (2008) which showed that there is no direct relationship between CRM and SL, but in this research, there was a significant relationship between CRM and SL .
The Effect of Student Satisfaction (SS) to the Student Loyalty (SL)
The analysis result of the SS influence on SL indicated positive coefficient value and significant. The Obtaining of this result implied that there was a direct relationship between SL and SS and their significant influence. Students feel that the SS that have so far had a great influence and direct to SL.
The results of this study supported the research conducted by Seeman and O'Hara (2006), Kumar (2009) and Wang (2010) which stated SS positively and significantly related to SL. SS Positive relationship to SL meant that good SS would have an impact on the increasing of SL. These results reinforced the previous theory, that a satisfied customer would be loyal to the organization and act. These things were different for an educational institution, because the level of the relationship between institutional and customer existed fro long enough (during the education), when students were satisfied, then they could improve the quality of the institution's achievements both academic and non-academic, and could help to provide input -input and relief assistance (from senior to junior students) in terms of learning (teaching assistant), so an understanding of the subject could be mastered with a more equitable for all students. The satisfied students would felt close to the institution would be more resistant to the negative issues, more enthusiasm in learning, more proud of alma mater, and it would be a very powerful media campaign to find and recruit new students without the use of promotional media (newspapers, banners etc. ).
The findings in this research that the critical factor in the CRM implementation in Medical Education Institutions Nursing Study Program was process factors and lecturer factor, but in reality both of these factors had not been implemented by the Institute of Education well, thereby would reduce SS, it also affected the low SL to the Institution education.
VI. Conclusions
CRM could improve student satisfaction. This indicated that satisfaction had been established through existing programs on CRM. Empirical results showed that the students were not satisfied with the CRM program implemented primarily institutional factors related to faculty and the learning process. Strong student satisfaction could assist organizations to survive in the long term.
CRM could improve student loyalty, so that a good CRM program and integrated CRM could increase the love of students to their alma mater. Empirical results showed students in medical education institutions Nursing study program had not been satisfied with CRM program that established from institutions so that they had a good attitude and behaved well to promote to the public.
Student satisfaction could improve student loyalty. Empirical results found that student satisfaction of Medical education institutions Nursing Study Program had not been good, especially lecturers factors and information systems.
